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Abstract 
The Internet serves billions of users worldwide, and it is a very important gateway of information and socializing for mankind. 
The main problem is what kind of events should be best promoted through some specific social media networks websites, as the 
internet provides us with a very large range of social networks, and which of them must be used intensively or even exclusively 
in order that the organizer should advertise most efficiently, so the message should get to the target audience, to trigger the 
wanted response. An empirical study was conducted to see which of the social media networks are more suitable for advertising 
all sorts of events, as getting the right message through to the target audience can sometimes be challenging, and for sure to make 
sure that the content of the message has as result the conduct that the organizations wanted, in our case attending and even 
promoting the event to others. 
1. Introduction 
World wide web, the most expanded network that mankind has, allows the users to stay in contact with the 
beloved, helps them make new acquaintances and friends, find new business partners, customers, socialize and 
many more.  
But this is also possible through social media networks, that in the last years have become more and more 
complex, starting from only letting the users post only some photos of themselves and the places they have been to, 
chat, comment upon the posted pictures, share ideas and information, by posting videos, and allowing viewers to 
agree or disagree, even gathering signatures for different kinds of petitions.  
The companies that want to succeed especially in this period of difficult times no longer use organizations 
communicating with their stakeholders only through the traditional media. The traditional advertising using mass 
media channels as TV, radio or newspapers is diminishing as a power and in its accuracy to reach the exact target 
audience of different events. On the other hand, the internet provides a more accurate target of the audience that the 
organization wants, finding much easier the exact segment of the market that it addressed with its products or 
services, as the internet (Sweeney & MacLellan & Dorey, 2006) has this kind of features. It is not only much easier 
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to target, but also to see which of the websites, social media networks are good for business and have the expected 
outcome, that is of selling more products. Companies have realized that without using the internet, their future may 
look bleak, and the stakeholders may share the same feeling, that is why we talk here about both the customers and 
the business partners that could act more precociously.  
2. Social Media Networks and promoting events 
The internet is also used by the organizations to get in touch with their stakeholders, by their own websites, to 
promote their products or services on others' websites and of course, to use social networks sites. There are very few 
people nowadays that access the internet without also using social media networks websites, or at least not having 
an account on one, regardless of their income, gender, age, social status and so on and so forth. Parents usually make 
accounts for their even unborn children, remaining that the account will be managed by them when they are capable 
of doing that, and not only the young ones have accounts, even the elderly, Such a example is that of a lady from the 
USA (Dolor, 2013) who is 105 years old. Although it wasn't an easy task for her to make the Facebook account, as 
the engineers at the social network needed three weeks to make a special code that would allow this certain account 
to have an age set outside the boundaries of what the social network deems as normal. 
Not only consumers have accounts on different kinds of social media networks, but also companies, being a 
communication channel preferred by them, as the messages regarding the organization, or its products or services 
can be delivered to the exact consumers that they targeted, by region, sex, age and sometimes even income, as the 
account holders may be employed or not, and even what salary they have. So the money spent on publicity can be 
directed to the exact persons that the company wants and targets. Using social media networks is more accessible  
and the cost more efficient than  using the classic research, when it comes to finding who the leaders are, as many of 
the leaders might not know who they really are or they do not want to admit it. This can be found only by looking at 
the number of the friends, followers or connections they have. So if the organization (Lee & Xiong & Hu,2012) 
persuades and convinces the leader, it is very likely that the others are going to echo his behavior or thoughts.  
Social media networks were first created to ease the communication between people regardless of the distance, 
and if they knew each other or not, so that the first contact would have been made online, in a safe environment for 
those who wanted to gain more friends, information, to take part in different contests, benefit of the promotions 
available and even start a relationship. Besides individuals who wanted to have a virtual contact and interaction with 
the others, there are also companies, and consequently more and more organizations, wanted to become even 
important players of this kind of social media networks. Using the usual means of mass communication, as radio, 
TV, written press or even having banners on others' websites except for the company homepage, the communication 
it is not very targeted and they cannot be sure that the information would reach the wanted segment. These problems 
of targeting the right segment is not an issue for the social media networks, as the person who wants to make an 
account is obliged / asked a lot of information about him or her, like: age, sex, location, hobbies, friends and other 
personal information, that sometimes not even during a classic research interview he would not divulge it.  
Organizations use the social media networks mainly to transmit information, about themselves, about the 
products, services or ideas that they sell or try to persuade the others to buy or adopt, they also announce different 
types of events that they organize, sponsor or promote. In our research we have discovered that the most social 
media network used by the Internet surfers is Facebook. People do not follow and watch only the events that they 
want to attend or have attended, but they spend a lot of their time watching events which they are curious about like 
TED, started in '84 (TED, 2012) as a conference bringing together people from three worlds: Technology, 
Entertainment and Design, with the main aim that ideas can change the way humans think, live and even make the 
world a better place, by offering free knowledge and inspiration from the world's most inspired thinkers, or events 
which friends, colleagues attended. Not only conferences are promoted through social media networks, also trade 
fairs, exhibitions, symposiums and other types of events. Even the events of the organizations can be positioned 
(Edu & Negricea, 2012) when they are promoted on social media networks, using tools as competitive advantage 
communication that must be clear and supported by a differentiation element, positioning outcome so the event is 
remembered or implementation of positioning elements as the event with the most numerous announced 
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attendances, or the most grandiose or outrageous event, only to attract attention and determine more participants to 
come. As the number of events is large in diversity, size and number that can be deployed by any company it must 
be borne in mind to what kind of public they have to promote it, as organizations have their internal and external 
public. The main problem is what kinds of events are best to be promoted, and what social media networks are best 
fitted to used.    
As the number of the companies' accounts keep growing on social media networks, they want to praise 
themselves, and announce their stakeholders about events important for them like launching a new product, or the 
day the company started to exist, many of the social media networks have the feature for the account users to mark 
when that event occurs and to announce the potential audience and even to invite them, showing who has the 
intention to attend or not. So people can decide whether to join or not. It is also a used procedure to target, firstly, 
especially the leaders of the groups and to determine them to attend the events, since they are going to stand as a 
strong recommendation for the event, and their followers are very likely to go also.  
Social media (Cvent, 2013) has fundamentally shifted the way people gather, transmit, communicate and digest 
information. The department or the employees that handle the event marketing for an organization need to 
understand and leverage social media to reach potential attendees in the places they go for information online, as 
well as in real life. More and more people tend to use the Internet rather than the written press, radio and in the short 
term even the television, tend to look for information, advice and see what their peers are doing.  
But companies should watch out about the negative effects of social media networks, that can also give 
dependency and even the productivity of a company may decrease, as employees are spending more and more time, 
and instead of promoting the company's page, products or events. It is useless for managers to forbid the use of 
social media networks by the employees that do not work in the marketing or PR department, as technology 
developed and people can have access on their cell phones if they have an internet connection available. A has 
research revealed that many employees, particularly Generation Y (Williams, 2012), expected access to social media 
at work for personal use. Almost half of the interviewed employees and employers believed that allowing employees 
access to social media at work will improve retention levels, but it is recommended that the employees should be 
clearly explained how the company expected social media to be used during work hours and how to deal with any 
misuse. 
 Along with the obvious good effects that social media networks represent, also some negative things may 
happen using them, when the hackers (Clawson, 2013) steal the information from the account, such as pictures and 
friends list, and at the same time they create a fake profile using the same name and identity, with the only purpose 
to data mine the social network of the person and also to send out fake pleas for monetary assistance, or to simply 
spam the people on the list with advertisements. Although people are aware that using social media networks make 
cause dependency and usually makes them waste a lot of time, in Australia (Starke, 2013), for example, there has 
begun a movement of giving up social media networks, without checking their accounts for at least a month. As a 
result the issue was not only the amount of time spent on social media networks but they were also worried about 
their privacy, or being and bombarded by their friends' mundane status updates, and as a result have pledged to drop 
Facebook for a month in favor of real-life social contact, phone calls, emails and of course, face to face meetings. 
    
3. Research methodolgy 
The study was deployed on 510 respondents, with ages between 18 up to 35 years old, most of them living in 
urban areas and especially have access to internet connection, being an eliminator question for taking part in the 
research, 74% students, 24% employees and 2% unemployed. It was used a self-administered questionnaire (Catoiu, 
2009) which was developed based on the review of the literature. The purpose of this investigation was to identify 
what kind of events are promoted on social media networks. In this respect several objectives were pursued: 1. 
Which are the most social media networks used by the respondents; 2. What kind of events promoted and on what 
social media; 3. Establishing the grade of credibility of events promoted on social media; 4. If the behavior changed 
and after seeing the promoted events on social media networks.   
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We have discovered that 93% of the respondents are using Facebook for now, only 31% Twitter, 74% YouTube, 
15% LinkedIn, 8% Google Plus, and 7% others as MySpace, Netlog, Hi5, Flickr, Instantgram, WhatsApp, etc. 
Although the respondents had accounts on networks like Hi5 or Netlog, the fidelity of the internet users is not so 
high regarding social media networks as in the case of products or other services, and this is due to the appearance 
on the internet of a better or improved social media with much more features and characteristics like: security, 
improved privacy, applications, games, and the fact that many of their friends moved on the newer ones. About 77% 
of the respondents are willing to make an account on another improved social media network website which will 
offer even more characteristic, features like enrolling their friends much easier and permitting to have even video 
conferences with them, but these aspects depend upon the technology development and internet penetration. 
In 2012 the Rate of Internet Penetration (Miniwatts Marketing Group, 2012) by Geographic Regions was led by 
North America with a rate of 78.6%, having in mind that the World average rate was of 34.3%, but the number of 
internet users was led by Asia with a total of 1076 millions, as it can be seen in Table 1. In December 2012, 
Facebook, which for the moment is the most popular social media network world wide, had almost half of the 
population who uses the Internet in Europe, while both the North and Latin America had together more than 70% 
percent.  
The most common and promoted events via social networks are conferences, tradeshows, expositions, concerts, 
symposiums, fundraising galas, trainings, seminars, webinars and other events as: special occasions like discovering 
new technology, happy hours, parties and annual general meeting or AGM. The respondents know about all five 
media networks and others when asked which of them they see more appropriate to promote different types of 
events. As it can be seen in table 2, respondents took into consideration how each social network positioned itself in 
the consumers' minds and can be fitted to transmit information and to promote events. So trainings, workshops, 
seminars and conferences should be advertised especially on LinkedIn with an average of 88%, Google+ 79% and 
Twitter with 89%, on the other hand regarding events like tradeshows, exhibitions, launching new products, door 
open days and concerts seem more likely to be transmitted through Facebook with an average of 84% and Youtube 
with 94%. What has to be mentioned is that respondents expect Youtube to have almost all the types of events 
transmitted, no matter if they are concerts, conferences, seminars, tradeshows or exhibitions where usually a fee is 
paid to attend.            
As for the credibility of the events promoted and information transmitted through the social media networks, we 
have found it high, since 72% of the respondents, trust what their friends, relatives or colleagues share, comment 
upon an event. It is also a good way and method of bringing and determining acquaintances with the same taste in 
events to meet more often and socialize during the events themselves, as by social networks it is possible to see who 
expresses the intention of taking part at the event. Usually many of them, if interested in the event, they want to 
attend, they will search for the website of the event or follow the link to see more details and also the conditions, 
Table 2. Types of Events Fit to be Promoted on Social Media Networks  
Events/ Social Media Networks Facebook 
  Y     N     M 
Youtube 
Y      N     M 
LinkedIn 
Y     N    M 
Google+ 
Y    N    M 
Twitter 
Y    N    M 
Others 
Y    N    M 
Conferences 65%   14% 21% 78%  2% 20%           91%    -       9%       82% 6%  12% 89%  1%  10% 24% 57%  19% 
Tradeshows / Exhibitions 71%     3% 26% 87%   -    13%           76%   4%  20%    69% 5%  26% 78%  3%  19% 42% 29%  29% 
Trainings /Workshops 53%   22% 25% 92%   -      8%           86%     -    14%    73% 9%  18% 92%   -      8% 35% 48%  17% 
Launching Products 85%     1% 14% 95%   -      5%           47%  35%  18%   58% 11%  21%  45% 31% 14% 47% 37%  16% 
Doors Open Days 86%    9%   5% 97%   -      3%           24%  54%  22%   36% 47%  17% 51%   7% 42% 53% 5%    42% 
Seminars / Webinars 57%   25% 18%  91%  1%   8%           87%    -      13%   82%  2%   16% 88%   2% 10%  39% 52%    8% 
Concerts 93%    -       7% 97%   -      3%           14%  58%  28%   26% 13%  61% 91%   1%   8% 70% 3%     27% 
 
Table 1. Internet users, Penetration and Facebook Users by  Geographic Regions 
Geographic Regions Internet users in the World World Internet Penetration Rates Facebook Users 
Asia 1076 mil 27.5% 254 mil 
Europe 518 mil 63.2% 250 mil 
North America 273 mil 78.6% 372 mil 
Latin America 254 mil 42.9% 372 mil 
Africa 167 mil 15.6% 51 mil 
Middle East 90 mil 40.2% 23 mil 
Oceania including Australia 24 mil 67.6% 14 mil 
Adapted after: http://www.internetworldstats.com/stats.htm 
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like the schedule, location, dates, fees and other restrictions. The decision to attend different kinds of events depends 
also if others are going, or on personal interest or pleasure for leisure.  
The respondents change their behavior, if it is an event they are interested in, they are likely to transmit the 
details regarding the event further on and even to announce their intention to go, in order to attract other 
participants. The main problem is that sometimes there may be a lot of persons saying that they are going to an 
event, and because of this, many do not wish anymore to attend it and so, the number of the participants will 
diminish, the same thing can also happen the other way around. But the managers of the event can prevent this by 
restricting the participation through selling tickets or the participation of the event is only by invitation, and so they 
can influence the number and the behavior of the attendants in the wanted way. Further research must be done in 
order to discover how all means of communication; social media and mass media can be used simultaneously in 
order for the organizations to full benefit when they promote an event. As limitations of the research, a study must 
also be conducted among organizations, and it should emphasize more on a qualitative research in order to discover 
why are some social media networks more used and appropriate to promote different kind of events.         
4. Conclusions 
For promoting events through social media networks, organizations firstly can get more closely and directly with 
the wanted audience for their events and secondly with their potential customers, in order to change their behavior 
and for them to adopt the ideas, products or services that the companies sell. Using social media is less expensive for 
companies than using paid advertising in newspapers, radio, and local or national television channels to promote 
events or using PR to earn media coverage so that people could attend the event. Some social media networks have 
special features so that a person who is in transit or on vacation, or delegation in another town, country and so forth, 
he announces this thing on his account, he is also invited to attend that particular event. The use of social media can 
have some dangers like the use of fake accounts of companies that exist and they do not have an account yet, or they 
do not exist at all, as for now there is little control regarding allowing companies which want to make an account on 
a social media network. So they can start different fake competitions, or offering inexistent prizes only to gain a 
greater number of followers and cropping information to be used in violating the intimacy. All in all, it is a good 
strategy to communicate through social media, but the media and especially the social media landscape have 
changed, in ways that organizations must adapt in order to survive, as the potential audience attendances have more 
trust in what their peers or other specialists might say or do about an event, and then decide what to do next.      
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